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ABSTRACT

Objective: To compare and assess the behaviours of students as consumers of food, cosmetics
and clothing in order to understand attitudes to sustainability.

Research Design & Methods: A survey was conducted in June 2022 using an online
questionnaire. The link to the questionnaire was sent to a sample of n = 800 students studying in
the Tricity area (Poland). 295 students completed the survey, representing a return rate of 36.9%.
The responses received were analysed and conclusions were drawn.

Findings: The study shows that the young consumers take sustainable criteria into consideration
in their purchasing decisions depending on the particular products. They follow sustainable aspects
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to the greatest extent in shopping for food, and to the least extent in the case of clothes. In the case
of food, issues such as natural ingredients, environmentally friendly packaging, and egg labelling
proved to be relatively important. With cosmetics, natural ingredients and environmentally
friendly packaging were relatively important, and to a lesser extent, that cosmetics have not been
tested on animals. In the case of clothing, sustainable issues proved to be the least important,
though environmentally friendly packaging was sometime considered.
Implications/Recommendations: The consumers surveyed are insufficiently influenced by
questions of sustainability in their consumer behaviours. This may prompt questions on the
involvement of companies in introducing pro-ecological and pro-social changes to products and
how they are produced, and consequently influence the pace and degree to which sustainable
production and consumption are being brought about.

Contribution: The article contributes to the literature on the attitude of young consumers to
sustainable development. It indicates areas that should be improved with regards to the behaviour
of students when making purchasing decisions.

Article type: original article.

Keywords: sustainable consumer behaviour, sustainable consumption, sustainable clothing,
sustainable food, sustainable cosmetics.

JEL Classification: D12, L81, QOI.

STRESZCZENIE

Cel: Zbadanie, czy i w jakim stopniu mtodzi konsumenci biorg pod uwage wybrane miary zrow-
nowazonego rozwoju zwigzane z zywnoscig, kosmetykami i odziezg.

Metodyka badan: Przedstawiono wyniki ankiety przeprowadzonej w czerwcu 2022 .
za pomoca kwestionariusza internetowego. Link do ankiety zostat wystany do 0séb studiujacych
w Tréjmiescie (n = 800). Ankiete wypetnito 295 studentéw, co stanowito 36,9% stopy zwrotu.
Otrzymane odpowiedzi przeanalizowano i wyciaggnieto wnioski.

Wiyniki badan: Z badania wynika, ze mtodzi konsumenci umiarkowanie uwzgledniaja kryteria
zréwnowazonego rozwoju podczas podejmowania decyzji zakupowych. W najwigkszym stopniu
uwzgledniaja je w przypadku zakupéw spozywczych, a w najmniejszym w przypadku odziezy.
Jesli chodzi o zakupy zywnoSci, stosunkowo wazne okazaly si¢ takie kwestie, jak naturalne
sktadniki, ekologiczne opakowania i oznakowanie jaj. W przypadku kosmetykow relatywnie
istotne byty naturalne sktadniki oraz przyjazne dla Srodowiska opakowanie, a w mniejszym
stopniu nietestowanie kosmetykéw na zwierzgtach. Kwestie zrownowazonego rozwoju okazaty
si¢ z kolei najmniej istotne w przypadku odziezy, a jeSli w ogéle byty brane pod uwage, to wska-
zywano przede wszystkim opakowania przyjazne srodowisku.

Whioski: Kwestie zréwnowazonego rozwoju sa wcigz w niewystarczajacym stopniu uwzgled-
niane, jesli chodzi o zachowania konsumenckie mtodych oséb, co moze ostabia¢ zaangazowanie
firm we wprowadzanie proekologicznych i prospotecznych zmian w produktach oraz sposobach
ich wytwarzania. W konsekwencji moze to wptywac na tempo, a takze stopien realizacji idei
zréwnowazonej produkcji i konsumpcji.
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Wkiad w rozwéj dyscypliny: Artykut poszerza wiedze na temat postawy mfodych konsumen-
téw wobec idei zréwnowazonego rozwoju. Wskazano w nim obszary, ktére wymagaja poprawy,
zwigzane z zachowaniem studentéw podczas podejmowania decyzji zakupowych.

Typ artykulu: oryginalny artykut naukowy.

Stowa Kkluczowe: zréwnowazone zachowania konsumenckie, zréwnowazona konsumpcja,
zréwnowazona odziez, zréwnowazona zywnoS$¢, zréwnowazone kosmetyki.

1. Introduction

Company success goes beyond economic dimensions. It encompasses a compa-
ny’s ability to incorporate sustainability and multi-stakeholder engagement into
their production-consumption value chain along with multi-stakeholder engagement
(Leelakulthanit 2020). This means balancing company goals and activities in three
dimensions: economic, social, and environmental (Montiel & Delgado-Ceballos
2014). Together, these are defined as Sustainable Development Goals (SDG).

Consumption can be explained by the 12th Sustainable Development Goal, which
aims at “doing more and better with less” (Lukman ez al. 2016). While an increasing
number of companies are introducing sustainable solutions that contribute to oper-
ations, production processes, and the products and services they offer — shaping
a sustainable model of production and consumption — consumers’ involvement is
required.

Sustainable consumption came into being to increase human well-being and move
towards a more pro-environmental (Kagawa 2007, Margaca, Hernandez Sénchez
& Sanchez-Garcia 2022) or responsible business model (Vermeir & Verbeke 2006),
as sustainable consumption goes beyond the environmental aspects. Minimising the
use of natural resources, toxic materials, and emissions over the life cycle of a product
or service was recommended at the Oslo Symposium (1994) (Jonkuté & StaniSkis
2016). More officially, the concepts of sustainable consumption and sustainable
production were recognised in the Johannesburg Plan of Implementation (2002),
showing the need for transformation of consumption-production models. Sustainable
development can be achieved by changing the consumption behaviours that grow
out of an awareness of and attitudes towards sustainability (Michael et al. 2020).

Changes in consumer behaviour are clear and shown in many studies, for
example on factors shaping responsible consumer attitudes and behaviour
(e.g.: Maniatis 2016, Mancini, Marchini & Simeone 2017, Hosta & Zabkar 2021)
or on the role of buyers in stimulating pro-social and pro-environmental changes
(Mazur-Wierzbicka 2016).

Consumer attitudes to sustainability drives companies to offer sustainable prod-
ucts and services, based on pro-environmental, pro-social and ethical ways and
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means of production. Individual buyers’ behaviours are a part of the concept of
sustainable and responsible consumption. Sustainable consumers are also referred to
as ethical (Papaoikonomou, Cascon-Pereira & Ryan 2014), responsible (Jastrz¢bska
2017), socially conscious (Croswell, Lehnert & Hinsch 2016) or green (Priisa
& Sadilek 2019, Testa, Sarti & Frey 2019).

Individual consumers consider sustainable criteria at various stages of the
purchasing process and adopt different strategies (Diddi et al. 2019): avoid, reduce,
reuse or use alternate consumption. But economic, social, and environmental imbal-
ances and the search for wealth accumulation limit the common pro-sustainability
behaviours (Lukman et al. 2016).

Studies also address particular aspects of responsible or sustainable consumption
as well as consumer attitudes and purchase decisions in diverse types of market
segments, including cosmetics (Kantor & Hiibner 2019), apparel (Nassivera et al.
2017, Pawlak & Dziadkiewicz 2019), and food (Testa, Sarti & Frey 2019).

Lorek and Fuchs (2013) distinguish between weak and strong sustainable
consumption, where weak can be achieved by solutions resulting in cleaner products
and more efficient processes, including energy efficiency (Lorek & Fuchs 2013,
Jonkuté & StaniSkis 2016). This may facilitate a rebound effect and general growth
in consumption. In contrast, strong sustainable consumption refers to changes in
consumption patterns (Lorek & Fuchs 2013), as customers are also citizens who
demand human well-being achieved through social structures and an overall reduc-
tion in consumption.

This study examines the involvement of young consumers in sustainable
consumption. Their attitudes towards selected corporate actions for sustain-
able production and consumption were used to evaluate consumer involvement.
The implementation of sustainability is incumbent primarily upon corporations
(Jonkuté & StaniSkis 2016) and the financial sector. However, according to Azeiteiro
et al. (2015) and Zsdka et al. (2013), it is education for sustainable development
(ESD) and the resulting consumption patterns that raise awareness.

2. Methodology
2.1. Choice of Product Categories

The product groups to be assessed were chosen based on the frequency of
product use and the Classification of Individual Consumption by Purpose (COICOP)
developed by Statistics Poland. This classification includes 13 major groups of
consumer expenditures (Table 1).

Three product groups were chosen: food, cosmetics, and clothing. Each of these
is a basic good commonly purchased, by students and non-students alike, to show
individuality. Purchase of food and cosmetics looks slightly different as students
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may receive funding from their parents. Additionally, it was assumed that in the case
of all three product groups, several sustainable actions have been taken in recent
years, so it is reasonable to investigate whether such actions are well-perceived and
appreciated by consumers.

Table 1. Classification of Consumer Expenditures on Goods and Services (COICOP)

Expense category Description

Food and non-alcoholic beverages | Food; non-alcoholic beverages

Alcoholic beverages, tobacco Spirits, liquors, wines, and beers not purchased from food
products and drugs service establishments; tobacco products
Clothing and footwear Clothing and clothing materials, including tailoring and laun-

dry services, repair and rental of clothing; footwear, footwear
accessories, shoe services and shoe rental

Housing and energy products Payments for housing rental, materials and services related to
the maintenance of the dwelling or house and other services
related to living and energy carriers

Home furnishings Furniture, decorative articles, carpets and rugs, household
and housekeeping appliances, glassware, tableware and household articles
Health Medical and pharmaceutical products, medical devices

and equipment; outpatient and other health-related services;
hospital and sanatorium services

Transport Means of transport, operation of private means of transport
and transport services

Communication Postal and telecommunications services; telecommunications
equipment

Recreation and culture Audio-visual, photographic and IT equipment; durable equip-
ment related to recreation and culture.

Education Tuition for schools and kindergartens

Restaurants and hotels Expenses in restaurants, cafeterias, canteens, bars, buffets;
accommodation

Other goods and services Personal care services, instruments and supplies; hairdressing,

beauty and grooming services; beauty and hygiene products
and stationery; articles of personal use n.e.c.; social welfare;
insurance

Pocket money Pocket money intended for consumption but that cannot be
specified for the purchase of what items and services it was
used for

Source: the authors, based on (Borkowska ef al. 2020, p. 16).

The classification of consumer spending is widely used to determine a basket
of goods for the purpose of determining the inflation rate in Poland. In 2022, food
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made up the largest share in the annually determined inflation basket (27.8%),
followed by housing (19.1%) and transport (8.9%). Considering the three groups of
expenditures used in the study made up 36.51% of the inflation basket in 2022. Thus
they constitute a significant component of the entire inflation basket (food 26.59%,
clothing 4.47%, other goods and services 5.45%) (Kolany 2022). The product cate-
gories selected for the study concern all consumer groups — hence they made up
a significant share in the inflation basket.

2.2. Specificity of the Sectors Offering the Product Categories Selected
for the Survey

In the questionnaire form the characteristics of the sectors representing the
product groups were used. The sustainable attributes identified for product selection
in the consumer buying process were then selected.

Providing products essential for human life, food production is among the
most important branches of the economy. The industry satisfies not only basic
human needs, but it also has a significant impact on human health and well-
-being. Consumers therefore attach great importance to the quality of these prod-
ucts, including their composition and processing. When choosing such products,
the consumer is primarily guided by sensory characteristics: e.g., taste, smell,
appearance, their functional properties (durability, packaging, weight) and safety
characteristics (Malinowska & Szymanska-Bratkowska 2019). Issues including
the origin of raw materials (natural or ecological), ecological packaging (Mazur-
-Wierzbicka 2015), and the welfare of animals used in food production are all
issues of growing importance.

Increased environmental awareness is also causing consumers to choose local
products more often (Goryfiska-Goldmann 2019). Food companies also experience
growing expectations of fair treatment for suppliers and employees, including
throughout supply chains (Stawicka 2017). Several certificates and labels confirm
quality characteristics foods, including of their status as organic or ethical processes
used in production (Nestorowicz 2015, Haska & Martyniuk 2019).

Sustainability in cosmetics production often references natural ingredients and
the avoidance of chemicals hazardous to health and the environment (Fortunati,
Martiniello & Morea 2020). Estimates are that only 20% of about 12,000 substances
used in cosmetics production is safe (Bilal, Mehmood & Igbal 2020). Moreover,
animals testing has come under increasing public scrutiny, resulting in more and
more regulations. In the EU, animal testing and the marketing of cosmetic products
that engage in animal testing have been banned since 2013 (Ploska 2018). Pack-
aging is yet another crucial issue, encompassing the recyclability or refillability of
packaging (Cosmetics Europe 2019). There is also the problem of non-compliance
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with human rights, especially in the sourcing of raw materials for cosmetics manu-
facturing (USDL 2018).

The clothing industry operates largely according to a “fast fashion” model,
which results in a wide variety and frequency of collections. This entails looking
for suppliers who can deliver new batches of clothing in the shortest time and at
the lowest cost, resulting in environmental threats in the supply chains and human
rights problems. Such problems include those at sweatshops, for example, where
work conditions are harsh and poorly paid for long hours or even on the basis of
forced labour (Ploska 2016, Rudnicka & Koszewska 2020). This type of produc-
tion and distribution enables clothing overconsumption, reinforced by low pricing
and low quality (Diddi et al. 2019) and generates serious environmental damage.
Environmental problems associated with the apparel industry result from the use
of chemicals and large amounts of water in production, waste and pollution (Diddi
et al. 2019, Rudnicka & Koszewska 2020).

2.3. Research Sample and Implementation of the Survey

Publications on sustainable consumer attitudes and behaviours often include
research on young consumers, including students (Prdsa & Sadilek 2019). According
to Kagawa (2007), student perception of sustainable development has been under-
-researched. Higher education institutions play an important role as generators and
sources of knowledge and innovation. Education for sustainable development (ESD)
defined by UNESCO refers to long-term economic, social, and environmental
dimensions (Michael et al. 2020). The role of education in shaping the conditions
for sustainable development has been explored in numerous documents, including
e.g., Council conclusions on education for sustainable development, 3046th Educa-
tion, Youth, Culture and Sport Council meeting, Brussels, 18—19 November 2010.
Enhanced knowledge support strengthens informed choices and leads to more
sustainable behaviours (Michael et al. 2020).

Academics and other educators play an important role in education for sustain-
able development, including responsible consumption (Zséka et al. 2013, Michael
et al. 2020, Elmassah, Biltagy & Gamal 2022, Margaca, Hernandez Sanchez
& Sanchez-Garcia 2022) and transforming societies (Azeiteiro et al. 2015). This is
particularly true when students are expected to have an impact on the environment
and the implementation of sustainable growth (Zsdka et al. 2013).

According to Michael et al. (2020), Shephard (2008), and Azeiteiro et al. (2015),
sustainability behaviours of students grow out of the knowledge they have gained
(the cognitive domain), and their values, attitudes, and patterns of behaviour (affec-
tive domain).

The aim of the study is to assess the consumer behaviour of students in relation
to pro-environmental and pro-social activities of companies for selected product
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groups. The research was carried out by means of a diagnostic survey method,
using an online survey questionnaire, with an assumed confidence level of 95%
and an error of 6%. The survey employs a 5-point Likert scale to generate intervals
which enable the statistical analysis of data. (Norman 2010, Tanujaya, Prahmana
& Mumu 2022). The request to complete the survey was addressed between June 6
and June 19, 2022, to a non-random sample of 800 students studying at universities
in Poland’s Tricities, Gdafisk, Gdynia and Sopot. Complete responses were received
from 295 respondents, yielding a return rate of 36.9%. Because of how the sample
was selected, the conclusions apply only to the sample group. But, despite this limi-
tation, the study can contribute to an understanding of the consumer attitudes of
young buyers.

The survey questionnaire consisted of 21 questions divided into three shopping
groups: food, cosmetics, and clothing. In each group, one question assessed respond-
ents’ general attitudes toward product group purchases, and specific questions
addressed specific aspects within each product group.

In addition, the following respondent profile was determined from four consec-
utive questions: more than half of the respondents (64%) were women; the respond-
ents usually lived in big cities (58%); most respondents (77%) were under 26 years
of age; and most often (62%) were both studying and employed.

3. Study Results

The individual sections of the survey, relating to each of the three product catego-
ries, were opened by a question asking respondents to generally identify the impor-
tance of sustainability attributes when they were purchasing each of the product
groups. The structure of responses in each product group is shown in Figure 1.

Based on the response structure presented in Figure 1, it is possible to deter-
mine the relative importance of sustainability-related factors influencing consumer
attitudes as indicated by respondents. After assigning weights to each response
from 1 to 5, where 1 means “has no influence” and 5 “has a decisive influence,”
the highest weighted average indicative of a pro-sustainable consumer attitude was
found for food (2.88). The weighted average values assigned to the importance of
factors identified with sustainability consumer attitudes are 2.84 for cosmetics, and
2.74 for clothing.

The differences in the weighted averages for each product group are small.
However, analysis of the variability of the responses reveals that in the case of food
attitudes, the variability of the responses was the lowest (the coefficient of varia-
tion was only 34.61%), while in the case of cosmetics and clothing, the variability
in attitude was slightly higher (38.57% and 39.52%, respectively). This shows that
the data obtained for food attitudes were more concentrated around a central mean
value (Fig. 2).
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The results of comparison of the sustainability attributes considered by the
working and non-working students surveyed are surprising. Working students pay
less attention to sustainability in their consumer behaviours (the importance is 2.90
for the purchase of food, 2.84 for cosmetics, and 2.73 for clothing), while for those
who do not work, the outputs are at a higher level for each product group, respec-
tively: 4.09 (food), 4.46 (cosmetics), and 5.99 (clothing).

The big differences in the answers suggest that women take sustainability into
consideration more than men. The women participating in the study pay attention
to sustainability attributes at 4.89 for food purchases, 6.21 for cosmetics, and 5.78
for clothing, while men came in at 0.34 (food), 0.27 (cosmetics), and 0.27 (clothing),
respectively. The study also assessed attributes and how they influence consumer
behaviours (Table 2).

Table 2. Impact of Selected Food Sustainability Attributes on Shopping Behaviour

Sustainability attributes Weighted average o fgzreil;f:greln(t%)

Labelling of fish and fish products with the MSC 1.56 92.81
(Marine Stewardship Council) label

Labelling of products for vegans, vegetarians 2.55 54.55
Certified eco-label 2.57 41.13
Local origin of the product 278 30.22
Having a label such as: eco, organic, natural 293 35.23
Product labelling, e.g.: lactose-free, gluten-free, 2.99 40.44
antibiotic-free

Farming method of laying hens (egg labelling) 3.36 41.35
Environmentally friendly packaging 3.51 31.86
Product ingredients: natural, artificial 3.60 30.22

Source: the authors.

The attribute with the greatest impact on consumer’s behaviour was the compo-
sition of the product (ingredients), which was also characterised by the lowest coef-
ficient of variation of answers given (30.22%). This indicates that the responses were
consistent in terms of the average value obtained. Respondents often declare that
the composition of the product is important to their understanding of sustainability.

The attributes of food products can be divided by weighted average into three
categories. Attributes with significantly higher influence than the average for the
whole group (2.88) include: product ingredients, packaging, and, in the case of
chickens, how they were raised. Among the factors with averages close to that of
the group were special-label products (such as lactose-free), organic, and of local
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origin. At the same time, certified organic labelling, product labelling for vegans
and MSC labelling on fish and fish products packaging came in significantly below
the average (2.88). The MSC label on fish and its products is taken into account to
only a small extent. The response variability was as high as 92.81%, which may be
attributable to consumers’ lack of knowledge about MSC.

The factors that are identified with sustainability in the cosmetics group and
their perceived importance are shown in Table 3.

Table 3. Impact of the Sustainability Attributes of Selected Cosmetics on Shopping Behaviour

Sustainability attributes Weighted average o fSZreifaftliC(:reln(t%)
Product labelling for vegans 2.21 57.24
Refill packs 275 42.68
The label “not tested on animals” 3.15 44.00
Environmentally friendly packaging 327 34.30
Product ingredients: natural, artificial 3.34 3599

Source: the authors.

For cosmetics, the most important sustainable attribute is the natural composition
of the product, while the least important is the “for vegans” labelling. This factor is
also characterised by the highest coefficient of variation, which may be explained as
the lack of interest in this attribute.

As with the food products, the factors were divided based on weighted average
values. The first group of factors with averages higher than the overall average
included: product ingredients, environmentally friendly packaging, and the pres-
ence of “not tested on animals” labelling. The second group consists of factors that
obtained a lower average of 2.84. These included complementary packaging and the
product’s intended use for vegans.

Clothing products are impacted by sustainability attitudes at the very least
(Table 4).

Table 4. Impact of Selected Clothing Sustainability Attributes on Shopping Behaviour

Sustainability attributes Weighted average o fSZ:;ftlf(;ﬁn(t%)
Certification information label 243 46.28
Used clothing recycling 243 46.28
Sustainably produced fabrics 2.84 42.36
Environmentally friendly packaging 322 40.12

Source: the authors.
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Among the attributes evaluated in the clothing consumer attitude part of the
survey, product packaging had the highest average importance, while the possibility
to recycle used clothing and information about certificates were of the lowest impor-
tance (both factors were based on the same results). As in the previous product
groups, the factor that received the lowest weight is characterised by the highest
variability, but in this group the factors’ coefficients of variation do not differ as
much as those of food products. Thus, for these factors, the level of influence on
consumer attitudes is even. As in the case of cosmetics, two sets of factors can be
observed here: one with a lower strength of influence than the average (2.74) — these
are recyclability of used clothing and information about certificates, and one with
a higher influence — sustainable fabric production and environmentally friendly
packaging.

For each product group, respondents were asked about their attitude towards
environmentally friendly packaging. The results in Tables 2—4 indicate that this
factor is the most observed among the factors in the clothing product group and
the least observed for food. When it comes to positioning attitudes toward product
composition, food ingredients are of the greatest importance. This is probably due
to the direct effect of ingested substances on human health and life.

Consumers also tended to analyse the ingredients in cosmetics, although
to a slightly lesser extent, since their negative impact can cause health changes.
To the least extent, respondents pay attention to the composition of clothes, which,
according to the respondents, do not directly affect their health and life.

The strength of the influence of individual sustainability attributes on the
purchasing attitudes of the students is moderate (see Tables 2—4).

The respondents most often chose answers “sometimes” and “rarely”, suggesting
that the given sustainability attributes are not important to them.

The attribute most closely observed was the composition of food products
(natural or artificial), with a weighted average of 3.60. On the response scale, a value
of 4.0 would correspond to frequent consideration of this attribute. This indicates
that the attributes with a direct impact on health have a significant influence on the
purchase decisions declared.

4. Discussion

Many studies link sustainable behaviours with favourable attitudes towards
sustainability. Even older studies underlined the role of education in creating
attitudes. According to Mirowski (1999), attitudes have positively correlated with
education level. Wisniewski (Swiadomosé. .. 1995) found that the higher the educa-
tion, the more conscious the attitudes. Trempata (2016) also shows that students are
mostly environmentally oriented. However, sustainable knowledge impacting atti-
tudes does not always result in sustainable behaviours (Zséka et al. 2013). Finally,
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while more and more studies on sustainable knowledge, attitudes and behaviours
are being done, much remains to be understand about the mechanisms and driving
forces relating to detailed issues and specific product groups.

In their study on cosmetics, Kantor and Hiibner (2019) concluded that consumers’
awareness is growing. Consumers pay attention primarily to product composition
from the perspective of care for the environment. A study done by Research Institute
SW Research (Ekocuda 2020) found that women more eagerly appreciate natural
cosmetics, though how they are priced remains a deciding factor.

With food, certification is sought out by more health-oriented consumers
(Kaczorowska, Rejman & Nosarzewska 2018). Local foods are also appreciated
(Gradziuk 2015) for the environmental benefits associated with shorter delivery
chains (Kawecka & Gegbarowski 2015). Another study shows that food composition
and food shelf-life are valued (Niewczas 2013). Biazik and Smieja (2019) concluded
that organic food is not often chosen, though fruits and vegetables are the target
purchases when it is.

Our study confirms the hypothesis on the insufficient ethical and environ-
mental awareness among young consumers in the fashion market. This in line with
Pierzchata & Pierzchata (2020), who found that young consumers (130 respond-
ents, 18—30-year-olds) are not necessarily interested in how clothes are produced
or labelled. Our findings also support those of Rahman & Koszewska (2020), who
found that sustainable criteria lag more traditional criteria (such as price) among
young consumers. According to Stancu, Grgnhgj and Lihteenmiki (2020), who
conducted in-depth interviews with a group of Danish young consumers, if any
issues are considered when a purchase is made, they most often concern the produc-
tion process, mainly environmental (e.g., use of chemicals or sustainable fabrics).
In our study, eco-friendly packaging was important to young consumers when
contemplating a purchase.

Diddi et al. (2019) noted that many factors influence clothing consumption.
And although sustainable fashion consumption is developing (slow fashion,
eco-fashion, organic clothing), many surveys suggest that an attitude-behaviour gap
still exists. They also noted the visible shift of young consumers to sustainable life-
styles while clothing consumption remains complex and contradictory. Among other
factors, this is due to the individual’s need for uniqueness and social acceptance.
That is why young consumers easily justify consumption by donating old clothes or
by recycling them.

5. Conclusions and Recommendations

The results of the study cannot be considered comprehensive vis-a-vis consumer
behaviour towards sustainable offers of food, cosmetics, and clothing prod-
ucts. Nonetheless, the findings clearly indicate which sustainable actions young
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consumers appreciate. They also indicate which actions have a weaker impact on
consumers or are less popular.

An interesting conclusion from the research is the varying impact the analysed
tools had on different product groups. The greatest impact on the respondents’
declared purchase decisions was in the group of food products.

The same actions affect respondents differently across product groups, e.g.,
the impact of green packaging on respondents’ decisions varies by product group.

To increase the impact and effectiveness of pro-sustainable actions, intensifying
the drive to inform and educate consumers should be considered. These efforts
should address not only the products themselves but also the entire value chain,
including the importance of products from the point of view of environmental
protection, health, protection of human rights, and animal welfare.

The respondents surveyed present moderate sustainable consumer attitudes, so
intensifying educational activities in conjunction with companies, HEIs, schools,
NGOs, and the media is another step worth considering.

The study’s limitations include the fact that the group of respondents surveyed
was small and limited to young students. It might be interesting to extend the survey
to include more detailed respondent characteristics. These could include the major
the student is pursuing and their degree level, including graduate and undergraduate
studies. Other age and social groups could also be included. The research that has
been done for this paper concerned three purposefully selected product groups.
This list could also be expanded to include other product groups. A certain weak-
ness of this type of survey research is the need to base answers on declarations.
Unfortunately, it is difficult to determine to what extent they translate into actual
consumer actions and behaviour.
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